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ABSTRACT 

Designed for elementary and secondary school library 
media personnel, this fact sheet briefly outlines the need for and 
methods of public relations. The document emphasizes that because 
library media programs are vulnerable to budget cuts, the need exists 
to educate those making fisc?l decisions on the role of these 
materials in the curriculum. A 5-step guide for communicating 
information is outlined: (1) determine who sends the message- (2) 
decide the content of the message; (3) identify the audience,' (4) 
seek vehicles for communication; and (5) determine the objective of 
the message and methods to evaluate its effectiveness. A list of 
reference materials on public relations is provided. (KC) 
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PUBLIC RELATIONS 
FOR SCHOOL MEDIA PROGRAMS 



A fact sheet published by the ERIC Clearinghouse on Information Resources for school library media personnel who want 
guidance for promoting their programs. peiawinei wno want 

What is public relations? 

Wr^m^V!f rary H medi f K PedaliSt ' P ub,5c , r . elations may be as simple as a response to a parent's telephone request 
t^r«™ TZ ,"*?!!!? at K°T V S COmp,eX 35 3 well "P lanne d and highly organized campaign to help the public 
t crl I t] ? SCh ?° l me ^' a Pr0gram * Public relations occurs on a one-to-one basis as tell as being directed 

to specific audiences and to the population in general. A more formaf definition is given by the National School Public 
Relations Association (1969 : "Educational public relations is a planned and systematic two-way process of communica- 
tion between an educational organization and its internal and external publics. Its program serves to stimulate better 
understanding of the role, objectives, accomplishments, and needs of the organization" (p. 3). For the school library 
media program, this definition implies the sending and receiving of information between individuals who serve on the 
staff of the program and individuals who work within the school system and those who are outside of the schools. Public 
relations involves listening as well as sending; it attempts to interpret the unique contributions made by the school media 
program to individuals who might otherwise not fully understand the function and role of the program in the school 
setting* t 

Why public relations? 

Ifhr^v" 15 t 5 at ma " y pr ?S rams in ^"cation are attempting to survive in a time of sevt - budget limitations. The school 
library me d.a p.ogram is often one of the first programs to be questioned and is vulnerable to the budget cuts wh!ch now 

1. 1! IT t Pr f°?i ramS 7 lth,n , ed . UCati0n ' Very 0ften fiscal restraints are P ,aced on ^hool library medif programs because 
SLa^v nn % U " derSt ° od by those who make «scal decisions. In some communities, the public Vasked to vo e 
oK thes ^ISSSi^ aCqU,S1 l lon 0f new P rint and "on-print materials. Without sufficient understanding of the 
eclnt SrfS "I th ? CUr "' CU,um ' ne S atlve , votes often Predominate. School library media programs are more 
to hT hSS Ttl h « the tK sch001 P r °g ram than »™ of the more traditional support services. Therefore, the program needs 
to be interpreted for those who have not experienced themselves the values which stem from such pro/rams. Stated 
s.mply, public relations is a means to survival; it offers the opportunity to stimulate public interest and to^ncouraVe he 
lay involvement wnich usuaiiy brings about acceptance. interest ana to encourage the 

How to do public relations . 

H a «i«»t« W t 11 ' th Ii f ! at P0HtiCal P hi,0S °P her from Yale University, coined a "formula" for communication many 
decades ago. He said that most communication events needed to consider five questions: unication many 

• Who 

i - • Says what 

• To whom 

, • Through which channels 

• With what effect 

L h h,i^ 6 !! ^° rmUla h3S bee " US6d 35 3 P ractical 8 uide communicating information to many audiences and as a 
f w h ™. r ' d0in g communication research. It is used in this fact sheet as a guideline for school media specialists who 
seek guidance in performing public relations functions. Follow the steps and the chances of success will be enhanced. 

• ^re^Vnaufvoi 5 2JS&to°- I M"*" 8 *" Tj" " y ° U are the Sender ' does y° ur audienc e know who 
you are What is your credibility with the person or audience you are trying to reach? If the Dublic relations 

[Eende? £ * °" y0Ur Sta "' y0U t0 know how weU that person m ghYb ^accepted by 

upon th crtdSof Inr^o 5 S ° me r T arC * WhiCh indiC3teS that * meSSa S e is be,iev ' d and understood defending 
acraccordTngly communicator. Assess your status as a recognized or unrecognized communicator and 

• gays what? Here we look at the content of the message. What is it you want to say to your audience' One level is 
concerned with general information about the school media program. This content would be used to rive the 
audience a ^e for what you are trying to do in your total program. Another level considers specific activit es 
te£h£ SSv W76 S^V"* K additio \ of microcomputers or the use of television wfth book 
wVrthwhUeT fsay.' P ' Remember » ln order to have a public relations program, you must have something 

• To whom? Almost every person who writes aboJt public relations stresses the need to identify your audience and 
to have a clear picture of who that audience is. Audiences vary from an individual person who must be reached 
e.g., a school s upenntendent, to the public at large. AECT has published a little book'on the various audience; 'who 
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tobe reached and strategies for developing awareness among them (AECT, 1980). The audiences identified in 
^ wok are: national and state legislators, state education agency administrators, higher education administra- 
tors (presidents, deans, trustees), local administrators (superintendents, board of education, principals, curriculum 
f^T?' aC M ty ™ mbers > and P arents ™ d other citizens. The only audience not suggested in this pXadon 
•' the students themselves. Students are, of course, the prime focus of our efforts, but when we discuss public 
relations, we are addressing those who have it within their power to support the school library media program. 

• Through which channels? One of the first steps often taken by individuals who begin a public relations campaign is 

eleven "litSi f H 0r t communicat "8 t! ? e messa^. Contacts are often made with local newspapers, radS 8 "nd 
SSSt Th^ ■* t f t0re t ow " er ! f0r P ,acin 8 ex ™" ts in sh °P s or malls< All of this effort is commendable, but 
ought to be done in relation to all of the other variables in the Lasswell Formula. Just as there are many criteria 

S ™£ !lVr alS ? b£ US£d in the library media Center ' 50 there are criteria ^ determining which medLm 
or media should be used in communicating public relations information. Before deciding which medium to use 

SSSt ^'kT t0 J e "T^' the C ° ntent ' the P Ur P° Se ' and the need f °r feedback. 8 ConsideMoca ?in?ernai 
newsletters and bulletin boards within the school or school system as well as the mass media which will reach 

EES a " d,enC " \ be " er fashion - Remember, the research shows that information presented in multiple 

J ■ l ! ke y J t ° b J Seen and underst ood; therefore, consider several means of communicating your 
message to your intended audience. your 

* ![? wl^t effCCt? J hi f. may be the ,ast P art of tne Lasswe11 Formula, but it is often considered first. We could 
I SS,7 your objective or purpose in communicating this information to the audience you are trying to reach-? 

K l V °l 7^ d °* anything ' 35 3 reSU,t 0f seei "g and heari "g y° ur message?* Can you build in means 

f JSfS h° ° CCUr? H0 / T U y ° U eva,Uate the success of your ef fort? P ub,ic re,ations « Probably of lessee 
efforts 3 determme ,ts effectiveness. Try to determine how you will obtain feedback for your 

Resources for public relations . 

Thr^!^p a MV 0 p mP ^! henS T 5" eatment f °r school library media public relations is found in Projecting a Positive Image 
g% ff h ^hc Re at,ons by Cosette Kies. This 1978 AASL publication addresses specific publ c relations conce ns of 
SlThi p V nC °i the fCW P ub,ications ^at deals with all aspects of the process? Mary W Be^mTs editor 0 

xlS^;/ ^.rJ? ^" r"" SC ^ 01 Libr a ry/Media ThisLndbooko^ sss,g 

^tiiF . , -u , ■ emeS t0 highlight services and resources of school media centers. One specific oublic 
T deSCribed ln Teri Goodall Dow et al., School Library Media Center Dav. M ay " .97* Mater I 

' Sea Sn/S H^'iT k '°: ?* SCh °°' and ? Mic 1 " >^a^ > , • P^lic Relations. A Bibli Jrfn"! by gtto 

1 ' w S^.^!Sn.M§^ 1 So! ,,,, Techn0 ' 06 '- M ° M "' Te *™'^ m n-v-^n f 

! AnJ ^!5. T 53^S ) . ^l W m " "■ """" """^ ° Ccasl0 " al gaiiOBBEb: No. 6. C, a rio„,-PA, C, a r,o„ 

. ^55S!h.^S M "" a in E '"" a "'"' , ~ °t A " ^ h - E ^i«w.»d c„„;, 

^KM^d MgBM^^ """*■ °— Bradford, PA: 

Ki ' S '5S a „s/S ^ ■*»*• ■ Ml. o. Scho., 

Perica, Esther. Public Relations. A Bibliography . 1976. ED 136 733. 
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